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Entrepreneurial Strategy and Vision
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a) Education (1) for consumers on their individual carbon footprint; 

(2) for schools by launching a new product called "climate-station"

b) Advising consumers on how to turn their homes into "Green 

Homes“

c) Advising small-medium-sized companies on how to become more 

energy efficient

d) Implementing an electric vehicle scheme

e) Leveraging grasslands

f) Leveraging the heat produced by large datacentres to heat 

greenhouses

g) Leveraging organic waste in African communities.
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Source: Ireland et al., 2009
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Social entrepreneurship

“A process in which resources are used and combined in an

innovative and effective manner to resolve social market failures

and to bring about and/or foster social change systemically to

maximize social impact.”
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exclusively

social goals
exclusively

financial goals

Continuum

• Type I Leveraged nonprofit ventures: entirely depending on third party funding. 

• Type III Social business ventures: do not require third party funding but generate profits 

which are primarily reinvested in the enterprise and the social mission. 

• Type II Hybrid nonprofit ventures: depend on third party funding but also generate 

significant revenue through the sale of goods and services and membership fees.

Source: Rob John (2006)
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Entrapreneurial Process & Behavior: 

Opportunity Recognition & Opportunity Exploitation
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Marketing Capability is thus developed when the firms marketing 

employees repeatedly apply their knowledge and skills (Intangible resources) to 

transform marketing inputs to outputs. These intangible resources are often 

combined with tangible resources and assets. 

Marketing Capabilities can therefore be defined as integrative processes 

designed to apply the collective knowledge, skills, and resources of the firm 

to the market related needs of the business, enabling the business to add value 

to its goods and services and meet competitive threats. 

Source: Day, 1994
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The Voice of the Customer
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Source: T. O‘Reilly, 2005
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Source: Wirtschaftwoche, 2008
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Source: Wirtschaftwoche, 2008
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Source: Wirtschaftwoche, 2008
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DELL„s Island in Second Life
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Listening to the voice of customers
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Success factors in 

New Product Development (NPD) 

• Team Composition (Cross-functional)

• Team Organization of Work (Planning)

• Team Process (Cross-functional communication)

• Product Effectiveness (Fit with market needs)

• Market (Large/High growth/Low competition)

• Customer (Involvement)

• Supplier (Involvement)

Source: Brown, Eisenhardt, 1995
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Role of the customer Phase of innovation process

Customer as resource Conceptualization phase

Customer as creator Development phase

Customer as user Commercialization phase

Customer Roles
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• Total Quality Management (TQM) – Quality Function

Deployment (QFD) or the House of Quality

• Beta-testing

• Concept testing

• Consumer idealized design

• Lead user method

Concepts of customer involvement
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1. Quality Function Deployment

“QFD improves communication of all R&D functions by linking 

the voice of the customer to engineering, manufacturing, and 

R&D decisions.” 

Source: Griffin, Hauser, 1993
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2. Beta-testing

Beta testing can be described as an approach applied in 
the latter phases of the product design process, and aims 
to determine if the product does what it is designed to do 
in the customer environment (Dolan and Matthew, 1993).

Source: Dolan, Matthew, 1993
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Sales Promotion – Beta Sites

Marketing Mix

Product: Basic Functioning

Source: Dolan, Matthew, 1993

Beta test purposes 
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3. Concept testing

Concept testing is an approach that aims to involve 

customers in the conceptual design phase preferably known 

as the concept evaluation phase (Page and Rosenbaum, 

1992).

• Concept screening tests (joint space analysis, conjoint 

analysis)

• Concept generation tests (qualitative phase of concept 

testing)

Source: Page, Rosenbaum, 1992
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4. Consumer idealized design

Consumer idealized design is described as a process for 

involving consumers in the conceptual phase of product 

development and focuses on involving users in the early 

phases of the product design process.

Source: Cicianntelli, Magdison, 1993
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The role of customers – critical voices

• Brainstorming or similar methods are not valid

• Customers are not „Cocreators‟ yet

• Supplier and their customers are neglected

• Customers don„t know what they want

• The concept of customers is obsolete
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• Social inhibition

• Free-riding

• Lowering of group standards

• Restricted brain capacity

• Emerging social structures
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Customers are not „Co-creators‟ yet

“R&D has long been a costly and inexact process. Now some 

companies are trying a radically new approach, giving 

customers the tools to design and develop their own 

products.” 

Source: Thomke, von Hippel, 2002
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Supplier and their customers are neglected

“Although extensive research has focused on 

integrating customer requirements into new product 

development efforts, the area of supplier integration 

has not received as much attention.”

Source: Petersen et al., 2003
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Customers don„t know what they want

“The irony is that most organizations truly believe that they 

excel at listening to costumers and delivering on their wishes. 

Yet when companies give customers what they ask for and 

fail to see the results they hoped for, executives scratch their 

heads and conclude that costumers don‟t really know what 

they want.” 

Source: Ulick, 2003
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The concept of customers is obsolete

“ The shift away from formal, defined roles is already occuring 

in business-to-business relationships.” 

“Consumers are fundamentally changing the dynamics of the 

marketplace. The market has become a forum in which 

consumers play an active role in creating and competing for 

value.” 

Source: Pralahad, Ramaswamy, 2000
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5. Lead user method

This approach is described as a methodology composed of 

the lead user concept integrated with market research 

techniques.

Source: Urban, von Hippel, 1988
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Four step process:

• Specifying lead user indicators

• Identifying lead user group

• Generating concepts with lead users

• Testing lead user concepts on ordinary users
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Source: von Hippel, 1985
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Source: von Hippel, 1985
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Source: Franke et al., 2006
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Source: Kratzer, Lettl, 2009
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Exponential growth of publications indexed bbstracts 

containing “social network” in the abstract or title
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Sociogram

Source: Moreno, 1933
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Source: Freeman, 1979

Centrality
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Optimizing for structural holes

Source: Burt, 1992
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Source: Gabbay, Leenders, 1999

Generic Structures of Social Capital
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Source: Barabasi, Oltvai, 2004

Scale-free networks
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Source: van Veen, Kratzer, 2010
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Source: Pitts, 1979



© J. Kratzer, London 2010
Source: Pitts, 1979
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Source: Singh, 2005
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Source: Klovdahl, 1985
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Research Samples:

A – iChallenge ‚Apple„ (Austria)

B – Hyves ‚Social network„ (The Netherlands)

C – School Classes – CineKid (The Netherlands)

D – eCommunity ‚Deutsche Telekom„ (Germany)

E – eCommunity ‚Airbus„ (Global) 
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Degree – opinion leader

Betweenness – lead user
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The Buzz on Buzz

Source: Dye, 2000


